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3 Consolidated Statéments of Incom 


{Thousands except per share amounts). 


Fy 
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: ;, he es $7,245,088 $6,944,296 
ti The ce _ «| + Costs of Goods Sold, Ay Pt eae OY By 

: a: i d Buying Costs. (5,286,253) . (4,953,556) _ 


2,114,363 S 1,958,635 ~.. ~ 1,890,740 


' nk | General, Administrative eee aren es os va 
el Os ~ ‘and Store Operating Expenses ~ (8,395,374) (1,259,896) (1,202,042) 
we hgh Special and Nohrecurring | Net So tte P2817 fee 
te Oparati 
— _ Interest Expénse 
“Other income, Net 
me ” Gain oni Issuance of United 
2 6 ae Hy Retail Group Stock ~~ 
- Le i 
1 eh ‘| Provision for Income Taxes 


~ (62,398) 
. 10,080 


t . 
ec 
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(Millions) 
CAGR 17% 


Growth Rate, last" 
ten years) : 
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Net Sales 
(Millions) 
CAGR 18% 


S8S2Sesesae 


Net Income “|: / 


(Compound Annual es : 


|. Consolidated. Balance Sheets _ 


"$320,558 - 
1,056,911 
733,700 
"199,456 


abash and Equivalents 
“Accounts Receivable 48 


e aes : Be sg 


= Wiventories -. - "« 


Accounts Payable 
Accrued Exfenses 
Certificates of Deposit 
Income Taxes 


| $ 250,363. 
oS 347,p92 
“15,700 - 
"93,489 


ee ee ee : zi 7074 | 
ae a ee = 1 [Vonpstorer 0 7 350000 | 
a - scoff Ee 275,101 


$ a7b 303, 
F . ey 
J, 372876 
Uh £25200. 
924,376" 


_ 189,727 
128,908 
. 2,716,516 2,397,112 


3,039,181 2,715,745 
+ (278,225) (274,452) 
fa abn ana SUombolgreEewy  [sasvoory [435,05 


‘The accompanying Notes are an integral part of these Consolidated Financial Statements. . 4, ; rN 


Common Stock» * 
-Paid-In Capital 
Retained Earnings 
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Equity . 
and Debt ° 


(Billions) 
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Consolidated Statements of Shareholders’ - 
Po a ea ih he 


(Thousands) 


Cannon Stock 


Net income 

Cash Dividends ; 
* “Exercise of Stock Options and Other 

Warrants Issued for Acquisition 
Balance, Januaty 30,3993. 

*Nat Income 

_ Cash Dividends. / 

Purchase of ‘Traasury Stock 

Exercise ‘of Stock Options and Other . 


Net income 

Cash Dividends 

Purchase of Treasury Stock 

Exercise. of Stock Options and Other 
& Balance, dani 20, 1998 © 


Shareholders’. 


Equity 
(Millions) CAGR 26% | 


84 85 86 87 88 89 90 91 92 93 94 


U 


Net Income 
per Share 
- CAGR 17% 


ny Oden ee 


~ 455,497 - 455,497 © 

(101,730) _ (104,730) 
16,809 
20,249 


390,999 a 390,999 
(130,681) (130,681) 
(93,328) (93,328) 
5,556 6688 | 
[82,987,293 | 
448,343 : "448,343 |. 
(128,939) (128,939) 
* (11,382) (11,382) 
7,609" 


Capital 
(Millions) 


84 85 86 87.88 89 90 91 92 93 94 
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$465,497 "| 


£390,999 4 


v \ 
# 271,353 ° 
(2,617) 


Depreciation. and Amncitization ‘ 
. Sbecial ands Nonracurrng Items — 


MPC ig 
901,545) 
| ° (73,857) 
118,289 
82,369 
26,198 


" (219,534) >: 
70,006 
14,94 
oie 
(97,784) . 


‘Accounts F Receivebie ae 
Inventories 
Accounts Payable and heed sa 
: Income Toxos fhe 
: Otlier'Ansets and Labi, 
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(136,740) 
49,726 
_ 30,887 


aa “iereniag Rien 
Capital Eppendiies: 
Businesses Acquired : 
Proceeds from Salg of Business = : 
Tax Effect of Gain on Sale of Business 
. Cash Used for Investing Activitivg 


_ (429,545) 
(60,043) 


“Financing Activitiag, 20 - 
Net Proceeds (Rapayments) of 


Commerci 
and Cefti 


al Paper Borrowings 
ificates of Deposit: 


{25,939} 
(100,000) 


. (322,119) 


Repayments of Long-Term Debt: 


" Proceeds from.tssuance 
of Unsecured Notes °° 


Dividends Paid 
Purchase of Treasury Stock 
Stock Options and Other 


Net Cash Used for 
Financing Activities 


“950,000 
{101,730} 


250,000 
{130,681} 
(93,328) ° 


Net Increase (Oecrease) in. 


Cash and Equivalents 7,500 


” 33,735 


279,323 
41,235 


“The accompanying Notes are an integral part of these Poeoheated aba ns Siiiement: 
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= te this: age 
> Ot technology. 
database © | 
Marketing . as 
-and instant | 
‘communications, | 
‘Customer | | 
‘intimacy is | 
,/More important 
|than ever... 
It isn't | 
‘theoretical. 
‘It's real, 
‘practical, 
and it's very. 
personal." © 
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Dear Partner> 


When The Limited, Inc. became a public company in 1969, my objective was 
to enable our associates to become shareholders so that they and our other 
stockholders could share in the wealth we intended to create by growing the 
business. Since thaf time, we've achieved this objective by pursuing oppor- 
tunities in our existing businesses and by creating and profitably growing 


new businesses. 


i 
\ 


: 
r 
. 


I believe that our :1994 results 
represent a strong performance and a. 
solid base from which we can create 
shareholder value- 


. 


Let me share some highlights with you: 
: - i 


* 5% increase in net sales, to $7.3 billion’ 
* 15% increase in net income, to $448.3 million 
* 16% increase in earnings per share, to $1.25 

* 61% after-tax earnings, as a percentage of sales 


« 358 new stores opened, ending the year with ‘ 
4,867 stores for our 12 brands 

Throughout this Annual Report,-you'll find specific information on our 
historic performance by business, as well as our goals-for increasing value 
in 1995. Given this level of information, and our tremendous financial 
strength, | thipk you.will shdre my enthusiasm and confidence in our future. 

lam particularly encouraged by two very important achievements 
in the past year. One, we restored our merchandisb margins in our women's 
fashion apparel businesses, and increased their operating income as a per- 
centagé of sales. Merchandise margin — the difference between the‘prices 
at which we purchase our goods and sell ‘ian — is, | firmly believe, the 
leading indicator of our progress in returning these businesses to their 
historic tevels of profitability. 

Two, we continued the profitable growth of our lingerie, men’s, personal 
care and children’s businesses. These divisions increased their total sales by 


@ a) 
28%, contributed 41% of the Company's total sales and 55% of all operating 


_ income. Clearly, they are our new engines for growth. In the past two years 


alone, they have grown at a remarkable pace, with profits compounding at 
an incredible 52%. . . 
Victoria’s Secret, Structure, Abercrombie & Fitch Co., Bath & Body Works 
and-The Limited Too are some of the most valuable brands in the world, 
This is no accident. Their dramatic. results, and our plans for their continued 


expansion, demonstrate our understanding of the role.that these brands will 


2 


play in our future. 
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“WT an pleased 
that we've begun 
to get public 
recognition that 
The Limited. Inc; 
has grown into 
much more than a 
collection of the 
best women's 
fashion apparel 
businesses"! 


personal care. 
@ children | 


a 
SALES (Millions) $7,321 OPERATING INCOME (Millions) $799 
€ 


44% 


7% 


3% 


SALES (Millions) $7,245 OPERATING INCO MME: Rare 570%, 


SALES (Millions) $6,944 OPERATING INCOME (Millions) $789 


e 


lam pleased that we've begun to get public ecagniiOn that The 
Limited, inc. has grown into much more than a collection of the best 
‘noricas fashion apparel businesses. Although our women's businesses 
offer some of our most significant opportunities to make money, they still, 
accounted for less than half of our 1994 profits and constitute only a part of 
our story. 

Nevertheless, when | look at the women’s apparel: businesses : .. the 
strength of the brands, the quality of our associate teams, the real estate 
and manufacturing base... |’m confident and immensely optimistic. For the 
first time in recent mémory, we have what | believe to be some of the best 
leaders in the industry in place at our women’s businesses. 

_ They have already produced significant results. Express delivered a Fall 
season that was A near-record, proving ‘its authority as a dominant women’s 
brand, while Lane Bryant's performance was strong and steady throughout 
the year-Limited Stores and Lerner New York did not perform well, but | am 
positive that their new leaders have already made significant progress, as 
have all of the businesses, instituting the processes and disciplines neces- 
sary for sales and profit growth. 

As significant as last year’s performance is our ongoing rededication to 
our most basic maxim: stay close to the customer. In this age of technology, 
database marketing and instant communications, customer intimacy is 
more important than ever. Technology is only a tool. We still need to be on a 
first-name basis with each customer, ‘one-on-one, if you will. 

Intimacy means always having merchandise in stores that we wear and 
use ourselves. It means merchants on the selling floor. It means 200 young 


girls trying on The Limited Too jeans so that we're absolutely sure they fit. 


It isn't just names in a database. It isn't theoretical. It's real, practical; and it’s * 


very personal. ; : 
Customer intimacy isn't a new idea. 
When | opened my first store, | was so close to each customer. each associ- 
ate, and each vendor that | couldn't help but call the relationships ‘intimate: 
| knew what styles, colors and sizes my customers wanted. We were 


generally on a first-name basis. 


Everything we accomplish begins with knowing what the customer 


wants, It is w 


hy We've been so suécessful at inventing and growing. 


businesses, and why customer intimacy remains my focus as we enter the, 


second half of the 1990s. It is the key to the Success of all our businesses, 


and lam recognizing and rewarding associates who listen, learn and take 
action on what they've learned directly from customers, 

This Annual Report recognizes the 
accomplishments of just.a few of 


‘ i 
th OSe associat GS. | believe that there are thousands of 


other Stories waiting to be written by the associates at every one of our 


businesses, both here in the United States and with Our ow international 


Partners and customers, Our Success depends on them. ; 
Take Nancy Gonzalez’s story, which appears on page 16. She values 
: t 


each customer, one at a time, calling them about new merchandise or track- 


ing down special items. She makes a friend of every customer, and she 
Practices the Values that are the heart and soul of our business. She main- 
tains close, intimate relationships by listening and ‘learning, and it translates ' 


into success, 


I still talk to many of the customers who built our business with their 
Patronage in the 1960s. Those early friends helped shape the business we , 
have today. | am confident that similarly close relationships. with today’s 


Customers will be the foundation for our future. 


As always, Id like to thank our associate Partners, shareholders, vendors 


and suppliers for being a part of that future. | look forward to talking, listen- 


ing, working with and, most important, growing the business with all of you 


in 1995 and the years ahead. 


Leslie H. Wexner 


Chairman 
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L erner New York> We wanted to riaké our 
Summer Sale windows ‘eally eye-catching arid appealing. Our designer sat down 
with, a.set of acrylic paints. and. created a completely_original, modern, red- white- 


and- blue T-shirt for our mannequifis to wear, as advertisements. 
Well the shirts hit a nerve with customers. They came in and offered-as much 


as $50 for them and some even wanted to. take the shirts off.the mannequins. We 
just didn't have the inventory. Some customers wete disappointed that they were 
promotional items, not shirts for sale! 

Fortunately, one of. our vendors was able to react quickly. Soon we began 

; answering complaints with honest “Oops, we goofed” letters — and the T-shirts 

It was a missed selling opportunity, but we learned a lot about our customers 
We will never again put any apparel in the store that we're not prepared to sell to 
every customer who wants it: 
Barbara Hayes. Vice President of Marketing 
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Pore de others ywng woud ‘dither be on thes own Se i Veal @very Customer cb 


2Miy, depending on yhat | sense from them Some just want ape space and others 
decume like best frends 


A custarne! Might pick up an item, and I'll say."Oh, that blouse has a great skirt. to 


go with it.” Or if we don't have something in her size, we'll try to get it, and call he: 
when it comes in — or we'll call another Store for her. We also call when we get new 
merchandise for the season. Custorners love '. because it's special attention 

We want the store to be a second home to them. | tke to be warm and fnendly, 


and | try to remember everyone | think the whole Staff is lke me in that way And the: 


good news 1s that a lot of customers are coming to my store in Queens from ail ove - 


‘he Metropolitan New York area, even if it's” not convenient for them That shows the 
vé v@ of making the customer fee! special 


Nancy Gonzalez, Store Sales Manager 
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T h e ; L i m i t e d > | frequently pop in on associates in 


Customer Service so | can hear about all kinds of problems, and do something 


about thern, : : : 
For instance. | learnéd that a customer needed a replacement button, but | 
couldnt tell which button it was, or which skirt it came from. So | called her, got 


a better description, sent her a number of button samples, and finally solved the 


problem. 
. : ‘ : 
Then there were the pins. We were using fashionable trim items that.were a little 


difficult Tor the stores to maintair: a set of six large pins that helped fasten a skirt. 


As customers tried on the skirts, the pins were easily lost or misplaced. | called the 


manufacturer and got a bag of pins, so Customer Service would have replacements. 


In the future, I'l ask for these kinds of trim items up front. All of us in Production 


have to take responsibility for our goods, all the way to the customer 


‘Maurice Kings Production Coordinator 


—— 


HENPi Bendeld vrsrmcsuctuce we ae, 


wits WOOL Working wth customers at least twice a MON == TWICe d Wee 


cate the Holidays 


ast November, | was working with a woman and her daughter who weré interes: 
“Jon sore Pola: tec” skirts we were selling. The daughter had just put the skirt on, 
ud I could see rt clinging to her pantyhose 
Static electricity hadn’t been a problem in out own fittings — and our standards 
sere already very high — but tt certainly was in the real world. The mother and 
‘augnhter didn’t say anything, but | made a quick decision and told them that we should 
“fe the skirts, and that | would call when we got them in. | knew our manufacturer 
ould do it really fast, within two weeks. 
Ve lined the ‘skirts, tnpled our order, and sold more than we had planned. Now we 
: iv even closer attention to every little detail when we visit stores. 
‘Beth Brooksy Assistant Buyer’ 


% OF TOTAL SALES 
($ in Millions) 


59% 1994 $4,318 
1993 4,655 
1992 4,683 


% OF TOTAL OPERATING 
INCOME 
{$ in Mithons) 


Qrrercrarndiss margins were improved 
apparel businesses. I am extremely 
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in 2994 in our women's 
excited about the upside 


sales and earnings patential for 1995 and beyond-” 
-~Michael A+ Weiss. Vice Chairman 


4994 RESULTS 


Restored margin and profitability in 
the Fall season 


*Continued to grow the casual dress 
business 


*Continued the communication and 
positioning of the brand 


*Further-strengthened the sportswear 
businéss 


elmproved use of real estate 


*Completed transition in leadership 
«Maintained productivity and profits 
Set new record days in volume 


sCorpltid wanton in leadership. \ : 
*Continued to upgrade the. vali of 
rise ~ 


«served as a“teshion va 
~ the other women’s busin 


1995 GOALS 


«Dominate the jacket and outerwear business 
Drive volume by being first to maximize major fashion trends 
eAdd 30 stores, 

) 


e|mprove productivity by reestablishing dresses, outerwear 
and accessories 


Grow volume against the existing strength of well- 
controlled expenses ' 


eStrengthen the merchant organization 
*Increase product consistency 


eBroaden merchameise’ classifications i in dresses, outerwear 
and accessories ‘"” 


lmprove productivity by continuing the aggressive paisa 


of the proprietary credit card base 


establish the brand 
Increase productivity by i improving — wear, ‘Aesot 


|: ‘and outerwear 
—_— gies sales volume. 
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on the airwaves. 


Victoria's Secret 


fe) res = | was on my way to work, sitting on the parkway in major 
i traffic, and this woman called in to the radio show | Was listening to. She said shed 
tned the Miracle Bra and other ‘uplift bras on the market, and they. were all just an 
advertising ploy. 

| took this realty personally because the Miracle Bra works for most people if 

- they'e fitted correctly. | got on id ‘Cellular phone, dialed the radio show, and told - 
them that the woman had the wrong size and that | could fit her. When ney. 
realized | was serious, they gave me her phone number. ‘ 

When she answered, | told her that | would personally make sure she got the . 
right fit in a Miracle Bra, in whatever store was good for her. We met, and sure 
enough, we found the perfect fit. ; ; 

| was going to give her the bra, but ‘she bought it, and ended up with two bras 
and matching panties! Now, whenever she comes in, she's always sending her 
regards to me and my baby. It shows that the right fit means-a happy customer. 
Lou’ Ann Davanzo, District Sales Manager* 


_ 00:00:00:25 


Victoria's Secret Catalogue> 


We had vendor problems with our faux shearling coat last Fall, We had hundreds of coats- 


on back order, anid | had not received one garment — just one excuse after another. 
When the order finally arrived, the garments didn't meet our standards, so we didn't 
accept them. This was tough, because we had some 600 people waiting for the jacket. 
We called one of our other suppliers, a prince among vendors. This man was able to 
turn around the order within four weeks. It was phenomenal, a remarkable feat. 
Meanwhile, Customer Service helped us write a frank, personal letter explaining the 
delay, and asking our custamers to wait. Amazingly, only five customers — fewer than 
1% — canceled their arders. : 
Each jacket cost us almost $30 more than planned, not.to mention the aggravation. 
But our customers trusted us, and we honored that trust. 


: Betsy Hendrickson, Director of Merchandising 
< ee $ : 


This coat never 
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C acl Q ue > When | became the panties buyer, | put myse* + 
ihe customer's, well. .. shoes. | bought all of our products and ali of our com 
Petitors’ products. | didn't think Id ever get through wearing them all, but | did 
and I've learned a lot through wear-testing and washing. 

For instance, | found that when we weren't the cheapest, our fabric was the 
best for the price range. | made some of our elastics more comfortable, and | 
changed the specs on a fabric so that our bras and panties would wash and 
match better. ; 

When | was shopping, | also found it hard to tell one size from another, so 
we came up with a program to code size in an attractive way, 

I've been giving the store managers an overview of what I've learned, but a 
lot of the changes I've made haven't hit the selling floor yet. Meanwhile, my per- 


sonal inventory of panties just keeps growing. Every time there's something new. 


'm always out there shopping. : 
Debbie Steiger, Buyer 


' 


Debbie infiltrates 


>, 


S t r U Cc t u r =) > Qur- store and aistnct Managers hoid week 


conference call meetings, and our leaderslup team regularly reviews comments from 


ine stores 

“One thing we learned was that our customers liked the benefits of having a 
Structure credit card, such as discount coupons and notices of special events. But they 
didn't like opening charge accounts for some very basic reasons: they didn't like leav- 
1Ng credit applications in the Store, or hearing their account numbers read over the 
phone. And they didn't like waiting. , 

With help from Limited Credit Services, we set out to find ways to address our 
Customers’ concerns and to cut their waiting time. We developed a way to authorize a 
Structure credit card as soon as we've “read” any major credit card from a customer. 

The end result was that in December 1994, we saw a 300% increase in credit card 
accounts opened per store. That's a huge increase, and a benefit to both the customer 
and the store. eae 
Charlotte Hicks, ‘Programmer 
Rob Seybold. Vice President, MIS 


Abercrombie & F.itch Co-> 

We developed a better chino to match the fashion and quality levels of the rest of our 
sportswear To test the new pants, we decided to ask associates at other Limited divi- 
sions for their opinions. 


Our marketing team made a big “Get a Free Pair of Chinos" ease! sign, and | set up 
2 table in another headquarters building by 7:30 a.m., to catch the early birds. 

A group would come 4p, and Id go into my pitch: “Hi, I'm with Abercrombie & 
Fitch." People gave me their sizes, and | handed out Surveys as | gave out the pants. 

The responses to our quality and design details were overwhelmingly positive, both 
from chino-wearers and non-chino-wearers. This gave us the initial assurance we need- 
ed to take the chinos to the stores. And we'e continuing to rake our chinos better, to 
build our brand identity. , 
Scott Walls, Assistant Buyer, Men's Bottoms 


"(OF TOTAL SALES - Victoria's 
(Sin Millions} Secret 
Stores 


1994 $1,842 
1999 1514 
9992 11263 


% OF TOTAL OPERATING 
INCOME © ” 
{$id Millions} 


1994 $297 37% 
1993 235 33% 
1992. 112% 


% OF TOTAL SALES 
Sin Mitions) 
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The. Victoria's Secret brand sold in both store 
1. continue to be America's dominan 


@: 1995: Structure and ihbereenabie & Fitch coi 
continue: to. increasa their market share in the: ‘one ging 


1994 RESULTS : 1995 GOALS . 


*Set new fourth quarter and year-long | *lmprove quality and equity of brand and enhance brand 
records in operating income dollars - loyalty through: 
*Ran a national print and TV advertis- ~introduction of new products 
ing campaign on the Miracle Bra and —focus on product fine extensions (e.9., Second Skin Satin, 
Second Skin Satin Miracle Bra) 
«Continue successful national TV advertising 
*Aggressively expand store square footage 


Continue to strengthen financial management in order to 
become leaders in productivity and expense efficiency 


*Significantly increased the number of | Increase sales productivity by utilizing the naw customer file 
customers purchasing in the last 12 - developed as a result of 1994's record year - 
months elmprove mailings based on buying patterns and other cus- 
Launched two new lifestyle cata- tomer attributes 
logues - Swimsuit and Country elncrease circulation of successful Swimsuit and Country 
editions - which were well received editions, while pursuing other new opportunities 
and successful apes 
*Opened a second phone center in 
Kettering, Ohio, which more than 
doubled our telemarketing capacity 


«Focused on training and acrnent Smooth transition to new leadership ” 
of associates -elmprove the brand image and quality. 


«lmproved systems and distribution *Focus on sales growth 
productivity. 


Established an initial base for the elmprove productivity by broadening the iiichiondia assort- 
casual suit separate business - ment and maintaining in-stock assortments...” 
*Expanded the credit card customer *Reduce the number of promotions needed to drive the 
base and modified the instant credit business 


procedures, to provide better.cus-:; - |. eContinue to strengthen the merchant organizati ree 
tomer service 


“Grew sales and profit om 


° Achieved major improvements in . ‘Continue aggressive store opening program ‘targeting i00. 
1 iv] stores by year ~end: i 
profits" if “ elncrease sales productivity through a fresh and distinctive . 
Established women's 1 | flow, of merchandise >: 
«Continue to develop the women’s business 
»simprove productivity by enhanced 


merchant ed ee ae ~ design and development capability: 
organization, 
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Bath g Body Works> ciccco wesc 


Bath & Body Works, our merchants and feadership team have been working in the stores 
at least one day a month-and more ofien during ‘the Holidays. The day after Thanksgiving 
is one of our most important Store ‘Days, becausé it’s the final “torture test” as the 
season starts, and there's enough time to make” small course corrections that can have 
a big impact. : . 
For instance, last year we saw that one of our sromolons was building the category tr 
but slowing things down at the cash fegister. The minute we saw and experienced it, 
we fixed it, so the promotion could just be scann¢ in in. We also’ saw how much cus- ~. : 
tomers liked shopping from ‘the impilge fi ixturesin front of the wrap desk, so we expand- 
ed its assortment and changed it regularly’ And when we experienced firsthand’the 
tremendous appeal of our Frequent Shopper Card, we made its distribution a priority, 
The card both rewards customers and builds relationships. : woe b - 
There were easily more than a ‘dozen lessons, all directly related to our growth, The. Lae 
important thing is that we listened, took action and moved on. Hi 
Beth Pritchard, President © 
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The Limited TOO SUueilarkx 


svarched our Customers grow out of our Tretchandise It's a shame, because n:any i 
of these yourig *guls want to shop at The Limited Too with their friends, fregardiess of 
their physical size. And they can't always move to our sister divisions right away, 
because the styles are too sophisticated. 

Hearing this from Customers and associates, | presented the challenge to our . 
merchandising team. As they listened to what our customers wanted, we introduced 
The Limited Too jeans, in size 18, in November, The response has been so Strong that 
we'll be carrying size 18 in other Categories this Spring. a3 

| think the larger sizes are successful because we're Stil taking care of our cus- 
tomers, They can dress like’their friends — they fit in. Now our customers range from 
Six months all the way to 16 years, and that's a huge market. 

Our leadership listens to us and tests our ideas. That's one of the things that’s 


Deiping us grow. 


Michelle Patterson, District Sales Manager 
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% OF TOTAL SALES 
+ (Sin Millions} 
1994. $439. 6%. 
1993 - 264 4% 
1982170 3% 


OFTOTAL OPERATING. | Tenn Re ra 
INCOME: 228° 
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*Qpen a minimum of 200 stores 
*Continue to grow customer loyalty and sales 
new product development and successful 1 

‘launches’ : 
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» °s M a S t I nd us c r i es > Mast currently supplies 


( Victoria's Secret Stores with about 33 percent of its purchases. Victoria's Secret Stores 


: plans to triple their business by the year 2000. It's important to both companies to 


figure out how Mast can keep pace with Victoria's Secret Stores’ growth. 

To accomplish this, Victoria's Secret Stores and Mast have begun a joint Study, 
involving all of the key suppliers, to develop a plan that describes how Design, 
Sourcing, and Logistics will be handled in the year 2000. This is the level of customer 


intimacy we at Mast want to have with all our partners. 
Considering the benefits that will flow from this kind of Cooperative venture, we 
expect to see more of these partnership projects in the future. 
ei Liz Carter, Vice President 
an Ed Somol, Sentop Mice, President, Imet : 
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Limited Credit Services> 
When a flood or earthquake hits, people can lose their entire homes, and their 

lives are just on hold. Probably every one of our Customer Service and Collections 
associates has-had at least one call from a customer in that kind of situation. 

That's why we have developed options, depending on the customer's situation: 
adjusting the payment for the month, delaying or forgiving the payment, or giving 
a discount if the customer needed to buy new clothing. 

The next step was to become proactive rather than reactive. We assigned associ- 
ates to contact the Red Cross, monitor the news and work with the store divisions to 
offer help to customers in the affected parts of the country. , 

Customers call and send us letters all the time, not necessarily to ask for help 
but to applaud us for offering it. Customers seem so surprised... they just don’t 
think of a big credit company caring so much for them! 


Kathy Long. Service Manager 


Giving credit, : 
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Limited Distribution 
) er vices > During Holiday ‘93, Bath & Body Works had such 

-explosive growth that their pre-packaged gift Sets nearly buried us in the shipping build- 

ing. Then for 1994, Bath & Body Works asked if we had some space where they could 

assemble the gift-sets. When we factored in their expected 60% growth for Holiday '94, 

we went one step further: we paftnered with them to set.tip a separete shipping and 
transportation center. “ate : oF 

We carved the space out in a Warehouse, and created a direct-ship operation fror- 
scratch, without increasing staff In such limited lor Space, With so many gift sets flying 
out the door, we had to turn things over in a few hours or wed get swallowed up! 

We had quicker turnaround, Bath & Body Works got 4 giff Set assembly area, and 
we didn’t jam up the shipping building = so we helped out the other divisions, too, 
Everyone was a huge winner in this process. Next Holiday, we'll be even more prepared. 
Jie Mann, Accounting Clerk 


Doug Patch, Supervisor, Shipping 
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Limited Real Estate> 
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We have the best locations in the: best malls in the country. 
In our\continuing tooae with our 12 retail businesses, we've found that ‘some of 


our Stores' \are larger tha ) they really need to be. At the same time, several of our 
brands — {ike Abercrombie & Fitch Co, Bath & Body Works, The Limited Too, 
Structure and Victoria's Saget — are searching for more space. Of Course, they only 
watit the best space in the best malls, ; ; 

Su over the Past few years, xve've aggressively Carved out space in some-of our 
larger ‘stores for businesses-that need it more Results to date have been a “win-win” 
for both businesses. productivity of the square-footage is significantly higher. That's 
why we'll mare than double the number of Carve-outs this year. 

Our dynamic portfolio of businesses gives us more flexibility than our competitors, 
and sete making the most of it « 


Buck Sappenfield, President 
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Limited Store Planning» 


a” one Of eur tequiar leadershigy Meetngs with Lerner Now York, we found that they 
were Yelughted with a new store des gn we had duveiqned for thor top stores They 
wanted to rol it out everywhere, within a very tight budget 

Through discussions with Lerner New York, wo identified the essential glompnts of 


the new design Then, to capture thon flavor, we brought in all of our designers — six full 
eams, each of which normally had‘s own separate set of chants — for an al day brain 


* 
+ 


storming Sussion Oo sate see 

Together we producetha temodel in record time at about one- thyd the normal cost 
"S something that can teally help Larner New York attract customers 

We've completed the remodel in several States. Were also putting all our teams 
together tor big proyects for other divisions The great thing | about these grqup design 


MeCTINGS 18 that we Constantly ¢ hallenge each other to do better 


Brian Cornelius, Director of Stére Planning 
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E 3 : 
; G r y p h on > _AS we joined the Bathy& Body Works leadership team 
_ on store visits, making the men's business more successful became a joint priority. 

*So we asked both male and female shoppers what they wanted. ; —_ 
We learned we had to brighten our men’s section, give our products a bolder and 
more masculirie package design, and make the different scents more visually distinc-. 
tve. We also found we had a gap in our line. We needed something with a rugged, ; 
. /ourlpors image 2 7 3 
‘ "After market-testing, we launched our new Woodland scent simultaneously with 
our package redesign. The result was that themen’s line was one of the qutstanding 
netformers for Holiday tyy4, snd its same-store sales grew more than 40% for the 
SEdGSON. ’ 


. _ That was just a first step, though. There are huge opportunities in making Bath & 
Body Works the gold standard of men’s fragrances. 
Wm Annette McEvoy, Vice President, Marketing 
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Financial Summary 
Management's Discussion and Analysis 
Consolidated Statements of Income: 


Consolidated Balance Sheets 
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Consolidated Statements of Shareholders’ Equity 


, 


Consolidated Statements of Cash Flows 


Notes to Consolidated Financial Statem 
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Market Price and Dividend Information 
Report of Independent Accounténts. 
Directors and Executive Officers”” 


Corporate Information. 


"The financial strength of our business give 
flexibility and-resources to do much more th 


Our fundamentals ‘have never been stronger. 
positioned to invest in the ideas, systen 


- will, drive: our: businesbes well into: the nex 


~Kenneth:.B “Gilmany Vice Chairman and Chief 


Our Operating Results 
(Thousands except pet share amounts) 


Nat Sales 
Operating Income 
Net Income 


Net Income as a 
Percentage of Sales 


Net Income Per Share 
Dividends Pet Share 


Our Year-End Position 
(Thousands except financial ratios) 


Total Assets 
Working Capital 
Current Ratio 
Long-Term Debt 
Debt-to-Equity Ratio 
” Shareholders’ Equity 


Return on Average 
Shareholders’ Equity 


$7,320,792. 


$ 798,989 
$ 448,343 


6.1% 
1.25 
36 


$4,570,077 
$1,750,111 
32 

$ 650,000 
24% 


$2,760,956 


17% 


$7,245,088 
$ 701,556 
$ 390,999 


5.4% 
108 


$4,135,105 
$1,513,181 
31 
$ 650,000 - 
21% 
$2,441,233 - 


(Thousands except per share amounts, ratios and store and associete data) . 


"Le Fiseal Yeap 82 

» Summary of Operatic 
Net Sales 

_| Gross Income 

| Operating income 


1,958,835 1,990,740 1,793,543 
701,556 788,698 712,700 


state sai 
vase. . : i 

‘| $ 7,245,088 $ 6,944,296 $ 6,149,218 | ; 
{ 
. 
Income Before Income Taxes i 


it 644,999 745,497 660,302 
i ' f Net Ingome $ 390,999 $ 455,497 $ 403,302 
Net Income as a Percentage * oe ; 


of Sales 
o> Par Share Results 22: ne ee 


54% - 6.6% Se 5.6% 


$ 100$ 1258 in 


| ; Net Income 
a Dividends $ 8S. ws we 
fu Book Valua $ 68 $ 62 $ 519 , 
i Weighted Average Shares BON 2 
“ Outstanding , $63,234 363,738 363,594 A 
S, i >> Other Financia) Information: css ob 
$ ; Total Assets * $ 4,570,077 | $ 4,135,105 $ 3,846,450 $ 3,418,956 | 
i Working Capital: $ 1,750,111 | $ 1,513,181 $ 1,063,352 $ 1,084,205 | 
| Current Ratio 31 25 31 pit 
2 Long-Term Debt \ $ 650,000 $ 561,639 $ 713,758 : 
Debt-to-Equity Ratio 21% 24% 3% 
Shareholders’ Equity $ 2,441,293 $ 2,267,617 $ 1,876,792 
Return on Average — ‘ ) 
; ‘Shareholders’ Equity 17% 22% 23% 
i * Stores and Associates at End of Year] i 
\ Total Number of Stores Open 4,867 4,623 4,425 4,194 | 
Salling Square Foat a 25,627,000 24,426,000 22,863,000 20,355,000 H 
| Number of Associates 105,600 97,500 100,700 83,800 | 
| “ Includes the results of companies disposed of Up to the disposition date. H 
° Includes the fesults of companies acquired subsequent to the date of acquisition. ; { , 
" Fifty-three weak fiscal year. ‘ j 
fu 


| 74 |] 4s. . ; 

| 79 (HNN 209 : 
TTT ee eH 
| % UVNIUITUIUVAUAUAUTHUAUAUAUAUAEOUGEALALOLAUAI 
/ [eet 


i - $5,253,509 $ 4,647,916 $ 4,070,777. $ 3,527,941 


a 1,630,439 1,446,635 ° 1,214,703 992,775 
697,537 625,254 = 467,418 §=— 408,872" 
: "653,438 «573,928 «398,136. «378,188 
i $ 398,438 $ 346,926 $ 265,136 $ 235,188 
716% ° 75%. 80% BT% 
: > on : 
{ $ 10S 9% S$ 68 $ 42 
4s as 16 $ WZ$ . A 
 $ 433 $ 345 $ 266 $: 206 
7 362,044 361,288 360,186, 376,626 
») 


f 


ATIINTATTALNUAHT 3.344 


| $2,871,878 $2,418,486 $ 2,145,506 $ 1,929,477 


$ 994,004 $ 685,524 $ 567,639 $ 629,783 

a 28 ry ne 2 29 

4 $540,448 $ 445,674 $ 517,952 $ 681,000 

; 35% 36% °° = 55% 93% 

$ 1,560,052 $ 1,240,454 $ 946,207 $ 729,171 

; 28% "32% 23% 31% 

- 

4, 3,760 3,344 3,497 3,115 

at 17,008,000 14,374,000 14,296,000 12,795,000 
as 72,500 ‘63,000 56,700 50,200 


UTUAAAVOANUALUOOOGAOOOREUOOOENEEUGOOEUGEOEELAL +262 


$3,142,696 $ 2,387,110 


961,827 718,843 
. 438,229 276,212 - 
394,780 239,317 

$. 227,780 $ + 145,317 
12% 8.1% 

-$ 8S 4 
$s 08 SOS. 
$207, 8 1.13 
376,860 385,038 - 


$ 1,728,544 $ 1,494,313 
$ 588,827 $ 419,708 
27. 

$ 417,420 .$ 670,744 
53% 166% 

$ 781,542 $ 404,075 


38% 43% 


2682 + = - 2,353 | 


11,320,000 10,460,000 
43,200 33,600 


eee | vt en em 


$ 1,343,134 
. 404,321 
. 173,102 
157,495 


$ 92,495. | 


8.0% 


361,262 . 


$ 657,242 
$ 180,960 
"20 
$. 150,139: 
55% 
$ 275,403 


“40% 


1412. 
"5,166,000 
17,700 


Number 
of Stores 
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-_ Management's Discussion and 
Results of Operations i, ene? eh 


- share wére $0,72 versus $0.54 in 1993. 


_ 4. Was $448 million compared to $391 
e ee pared to $1.08 last year, : 


ome 


. principal objectives for the year, 


‘4 - businesses to their historic levels of productivity and profitability, 
ana Second, the Company continued to p 


* total sales and 55% of operating income. 
Divisiogal highlights include the following: 


~ margins, ~ ine & 
© Although Lerner New York and Limited Stores experienced negative com 
. “Sales, merchandise margins for the year were up to last year. . 


.._ © Victoria's Secret Stores set new fourth quarter and full year records in operating income 


dollars, on an increase in sales of-almost $200’ million for the year, 
4) © © Abercrombie & Fitch Co. set new record 


fourth quarter, 


* Bath & Body Works produced another Stellar year, more than doubling their sales while 
Setting-new records for the fourth-quarter -and year for merchandise margin and operat- 
ing profit rate. The global potential for the brand was demonstrated by the successful 
Opening of five stores in the United Kingdom in partnership with Next plc, 

For further information about.the Company's divisions including sales and Operating. income, 


See pages 22, 23, 34, 35, 42 and 43 of this Annual Report. 


Analysis | 


Net sales for the fourth quarter grew to $2.539 billion, an increase of 5% from $2.421 billion a 
~ °° SS -year ago. Net income was $257 million, compared to $196 million last year, and earnings per. | 


+-|- "Net sales for the 52-week fiscal year ended January 28, 1995. of $7321 billion increased oS ee: a 

ts 1 © $318 milion from sales of $7.003 billion last year (excluding Brylane’s: 1993 Sales). Net income. ], a U8 ‘ 
pattie Pes ‘million @ year.ago. Earnings per share were $125 com. © Ji. yet, Pa 

~~. In 1994, the Company delivered solid results and made‘significant progress on the two ae oe a, 

4s. First, the Company achieved:the goal of restoring merchandise margin integrity at the | in = “ 

aa women's fashion. apparel businesses despite negative. comparable store sales, and thereby . La 

"increased their operating income contribution as2a percentage of sales, Merchandise margin is ; St base OF ORS 
is measuring its progress in its effort to return these aes , 


rofitably grow its lingerie, men's, personal care and . 
children’s businesses. These divisions increased their total sales by 28%, conttibuted 41% of 


* Express delivered a significant increase in merchandise inargin rate during the fourth* 
Quarter and one-of the best Fall seasons in their history in terms of operating income, 
. * Lane Bryant also had a solid year, producing a moderate increase in sales with improved 


s for merchandise margin rate and profitability for 
; ry * |. the fourth quarter and year, increasing their earnings contribution over last year, 
“a * © Structure produced a 20% increase in earnings for the year in spite of a disappointing 
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~ The following’ summarized financial data compares 1994 to the comparable periods for 1993 


~ and 1992: 


“ Retail Sales (millions) 
~ Catalogue Sales (millions) 
_ Total Net Sales (millions). 


Increase (Decrease) in 
Comparable Store Sales 


+ Ratail. Sales Increase Attributable 
‘to New and Remodeled Stores 


Retail Salas per Average Seling 
Square Foot 


Retail Sales-per Rane Stare . 
(thousands) 


Average Store Size at End 
of Year (square feet) 


Retail Sellirig Square Feet 
(thousands) 

Number of Stores: 

_ Beginning of Year 
Opened 
Closed 

End of Year 


Fourth quarter 1994 sales.as compared to 1993 increased 5% to $2.539 billion due to a 9% 
increase in sales attributable to new and remodeled stores. Fourth quarter 1993 sales of $2.421 
billion were flat to 1992 due to the sale of a 60% interest in the Bryland division on August 30, 
1993. Excluding Brylane ‘sales from 1992, fourth quarter sales in 1993 would have increased 4% 
due to an 8% increase in sales attributable to new and remodeled stores. 

The 1994 retail sales increase is attributable to the net addition of new and remodeled 
Stores, which was partially offset by a 3% decline in comparable store sales. The Company 
added 358 new stores in 1994, remodeled 226 stores and closed 114 stores for a net addition of 
244 stores and in-excess of 1.2 million square feet of new retail selling space. Consistent with 
the comparable store sales decline, average sales productivity declined slightly to $270 per 
square foot. 

Catalogue sales decreased 16% in 1994 as compared to 1993 due to Brylane sales being — 
included in the first and second quarters of 1993 prior to its gale in August 1993. Had last 
year's catalogue sales excluded Brylane, catalogue sales would have increased 30%, due to 8 
significant increase in the number of books mailed, although the average sales demand per 
book decreased slightly. 

Retail sales increased 7% during 1993, reflecting the additional volume from new and 
temodeled stores. The Company added 322 new stores in 1993, remodeled 239 stores and 


’ closed 124 stores for a net addition of 198 stores and in excess of 1.5 million square feet of 


new retail selling space. However, average sales productivity declined slightly to $278 per ~ 


_ square foot. é 


Catalogue sales decreased 14% i in 1993, due to Brylane sales being included in the third 
and fourth quarters of 1992. Had 1992's catalogue sales excluded Brylane, catalogue sales 
would have increased 19% during 1993 as the number of books mailed during the year 


increased while the average sales demand per book decreased slightly. 


Gross Income . 


Gross income increased as a percentage of sales to 32.8% for the fourth quarter of 1994 from 
29.1% for the same period in 1993. Merchandise margins, expressed as a percentage of sales, 


“increased 4.4%, as the Company continued to be less price promotional than a year earlier. 


However, the merchandise margin increase was partially offset by increased buying and 
occupancy costs, which rose .7% as a percentage of sales, primarily due to thé lower sales 


.. productivity associated with an 11%, decrease in. women’s oper comparable Store sales. . 
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.. Gross income decreased ‘GS a percentage of sales to 29.1% for 
from 32.2% for the Same period in 1992, Merchandise Margins, expressed-as a Percentage of ‘ 
Sales, decreased 1.4% reflecting a higher’level of Drothotional activity (particularly in the 
women's apparel businesses} to liquidate seasonal inventories. In addition, buying and occupan- 


‘parable store sales. 


= : ae | 
- The 1993 gross income rate of 270% was 1.7% below.the rate for 1992. Merchandise mar- 


gins, expressed as a percentage of sales, decreased 4% reflecting higher Promotional activity. 
“notably in. the fourth quarter. Buying and Occupancy costs were not sufficiently leveraged (par- 
ticularly at the Company's women@ apparel businesses) and as result, these costs increased ' 


approximately 1.2%, expressed as a percentage of sales. 
General, Administrati 


years 1994, 1993 and 1992. The increases in 1994 and 1993 were due to the lower sales produc- 
tivity at both existing stores and new and remodeled stores. The Company expects to contin- 
ue its policy of maintaining a high level of Customer service. ‘ : 


Special and Nonrecurring Items 
As more fully described in Note 2 to the Consolidated Financial Statements, the Company 


The Company also announced a program to repurchase up to $500 million of the 
Company's common Stock over time as market conditions warrant. As of the end of fiscal year 
1994 the Company had repurchased 5.9 million shares at a cost of $104.7 million. Market coh- 
ditions will dictate any future purchases. 


Interest Expense 


Average Daily Borrowin 
{in millions) 


Average Effective’ 
Interest Rate 
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Operating inoorte, as a- percentage of sales, was 10.9%, 9.6% and 114% for fiscal years 1994, 


Operating Income 


1993 and 1992,"Thé increase in operating income in 1994 was primarily due to higher mer- 
chandise margins, partially offset by higher buying and occupancy costs and higher general, 


public offering of United Hétail Group, nc. (URGI), a specialty retailer of large-size woman's 
apparel. URGI sold approximately 3.7 million shares of common-stock at $15 per share and 
received total consideration of approximately $55.6 million. Prior to the initial public offering, 
the Company owned approximately a 33% equity interest; subsequent to the initial public 
offering, the ‘Company's ownership was diluted to approximately 20%. See Note 1 to the 
Consolidated Financial Statements for further discussion of this matter. 


Gryphon Development, L.P (Gryphon) creates, develops and manufactures most of the bath 
and personal care products sold by the Company. Prior to April 10, 1992, the Company owned 
approximately 65% of Gryphon. Effective April 10, 1992, the Company acquired the remaining 
35% of Gryphon (br approximately $60 million and separately entered into a non-compete 
agreement with certain of the former Gryphon partners in return for warrants to purchase 


"1.5 .million shares of the Company's common stock. 


Financial Condition 
The Company's balance sheet at January 28, 1995 provides continuing evidence of financial 
Strength and flexibility. The Company's debt-to-equity ratio declined to only 23.5% at the end 


"of 1994, the current ratio reached a record 3.2 and working capital was in excess of $1.75 bil- 


lion. A more detailed discussion of liquidity, capital resources and capital requirements follows: 


4 


Liquidity and Capital Resources 


Cash provided from operating activities, commercial paper backed by funds available under 
committed long-term credit agreements, and the. Company's capital structure continue to pro- 
vide the resources to support operations, including projected growth, seasonal requirements 
and capital expenditures. A summary of the Company's working cupital position and capital- 
ization follows (thousands): 
Cash Provided by Operating Activities $ 361,078 $ 448,139 $ 754,128 
Working Capital * $1,750,111 + $1,513,181 $1,063,352 


Capitalization: oe 
Long-Term Debt $ 650,000 $ 650,000 $ 541,639 


Deferred Income Taxes 306,139 » 275,101 274,844 
Shareholders’ Equity 2,760,956 2,441,293 2,267,617 
Total Capitalization - 


Additional Amounts Available 
, Under Long-Term Credit Agreements 


Debt-to-Equity Ratio (Long-Term Debt 
Divided by Shareholders’ Equity) 


Debt-to-Capitalization Ratio (Long,Term 
: Debt. Divided by Total Capitalization) 


interést Coverage Ratio (Income Before Interest 
Expense, Depreciation, Amortization and 
Income Taxes Divided by Interest Expense) 


Cash Flow to Capital Investment (Net Cash 
Provided by Operating Activities Divided 
by Capital Expenditures} 


00-00-0033 
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” administrative and store operating expenses. ; ye 
Gain on Issuance of United Retail Group, Inc. Stock 


The 1992 results include a $9 million pre-tax gain which resulted from the March 1992 initial 


Seat ste cette 


J _ Net cash provided by operating activities totaled $361.1 million, $448.1 million. and $754.1 million - 7 
’ ae for 1994, 1993 and 1992 and continued to serve as the Company's primary source of liquidity. 
Cash requirements for atcounts receivable increased $235 million in 1994 and $220 million in : 
1993 due to the continued growth in the: number of proprietary credit card holders at the 
Company's various divisions. Cash requirements for inventories and accounts payable and 
! accrued expenses have tended to fluctuate during the three-year period based on sales vol- 
umes and inventory management practices. An increase in income taxes payable in 1994 
resulted in an‘additional $30 million iri cash-as compared to 1993 due to the timing of tax pay- 
ments associated with the fourth quarter earnings increase. Cash requirements for other 
assets and liabilities related primarily to a deposit made to the Internal Revenue Service in 
1994 in connection with an assessment for additional taxes and interest for 1989 and 1990 
which is discussed further In Note 7 to the Consolidated Financial Statements. 

Investing activities included capital expenditures, primarily for new and remodeled stores, . 
the 1993 sale of 60% of the Company's interest in Brylane, and the 1992 acquisition of 
Gryphon. i 

Financing activities included the repurchase of $11.4 million and $93.3 million of the 
Company's common stock in 1994 and 1993, which represented approximately 6 million and 5.3 
million shares. Cash dividerids paid in 1993 increased 25% from 1992. Cash dividends paid in 


. 1994 remained consistent with 1993 at $.36 per share. > 
: At January 28, 1995, the Company had available $840 million under its long-term credit 
8 agreements. In addition, the Company has the ability to offer up to $250 million of additional 


debt securities and warrants to purchase debt securities under its shelf registration statement 
authorization. : 

Capital Expenditures 
Capital expenditures amounted to $319.7 million, $295.8 million and $429.5 million in 1994, 1993 and 
1992, respectively, of which $201.2 million, $198.1 million and $258.2 million was for new stores and 
remodeling and expanding existing stores. The Company expended $10.7 milliot! in 1994 for a cata- 
logue telemarketing center in Kettering, Ohio to expand Victoria's Secret Catalogue operations. 
Approximately $29 million was expended in 1992 for the completion of Victoria's Secret Catalogue's 
fulfillment center and office facility in Columbus, Ohio. In addition, office facilities previously com- 
mitted under a long-term lease were acquired in 1992 for approximately $101 million. 

The Company anticipates spending $325-$375 million for Capital expenditures in 1995, of 
“' + which $230-$270 million will be for new stores, the remodeling of existing stores and related 
improvements for the retail businesses. The Company expects that substdfitially all 1995 capital 

expenditures will be funded by net cash provided by Operating activities. 

The Company has announced its intention to add approximately 1.6 million selling square 
feet in 1995 which will represent a 6% increase over year-end 1994. It is anticipated the 
increase will result from the net addition of approximately 465 new stores and the remodeling 
of approximately 225 stores. A summary of stores and selling Square feet by division for 1993 
and 1994 and goals for 1995 follow: ‘ 
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716 673 
4,357,000 3,902,000 


§ 
Selling Sq. Ft. 


Lerner New York 
Stores 
Selling Sq. Ft. 


- Rene Bryant: 


Stores 
Selling Sq. Ft. -. 


The Limited 
Stores 
Selling Sq. Ft. 

Henri Bendel 

Stores 

Selling Sq. Ft 
Victoria's Secret Stores 

” Stores 

Selling Sq Ft 

Cacique 

Stores 

Salling Sq. Ft. 


Structure 


745 
4,613,000 


(8) 


._, 838 846 : 
6,396,000 6,580,000 (184,000) 


877 
6,802,000 


812 817 
3,859,000 


826 
* 3,936,000 


. A 
(74,000) 


708 
4,284,000 


(37) 


709 37 
4,358,000 (124,000) 


46 
4,482,000 
tr 


4 
“ 93.000 


514 


Stores 466 
| Selling Sq. Ft 1,985,000 1,755,000 
Abercrombie & Fitch Co. 
Stores ~ 102 67 35 18 
Selling Sq. Ft. 808,000 541,000 267,000 136,000 


200 124 
392,000 241,000 


Bath & Body Worke 
Stores _ 518 
Selling Sq. Ft. 881,000 
Ponhaligon’s 
Stores : 
Selling Sq. Ft. ; 
The Limited Too | 
Stores 288 
_ Salling Sq. Ft. 907,000 


Total Retail Divisions 


Stores . 
Selling Sq. Ft. 


(3) 
(1,000) 


oo 


78 26 
242,000 99,000 


"-§,334 
27,230,000 


4,867 4,623 


467 244 
25,627,000 24,426,000 1,603,000 — 1,201,000 


impact of Inflation 


The ‘Company's results of operations and financial condition are presented based upon histori- 
cal cost. While it is difficult to accurately measure the impact of inflation due to the imprecise 
Nature of the estimates required, the Company believes that the effects of inflation, if any, on 
the results of operations and financial condition have been minor. 
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Consolidated Statements of Income 


(Thousands except per share amounts) oe 


a9 
$7,245,088 


Nel Seles "$7,320,792 


Costs of Goods Sold, foe J 
Occupancy ‘and Buying Costs 
: Bross income es 


Genéral, Administrative 
and Store Operating Expenses 


$6,944,296 


" (4,953,556) 
1,990,740" 


" (5,206,429) 
2.114.363 


(5,286,253) 
1,958,835 


(1,259,896) (1,202,042) 
2,617 - 
701,556 788,698 
(63,865) (62,398) 

7,308 10,080 


(1,315,374) 
- 798,989 

(65,381) 
10,735 


Special and Nonrecurring Items, Net 
Operating Income 
Interest Expense, 

Other Income, Net 


Gain on Issuance of United 
Retail Group Stock 


‘Income Before income Taxes * 144,343 644,999 745,497 
Provision for Income Taxes 296,000 254,000 * 290,000 


‘Net income Per Shate 


9,117 


Net Income 

(Millions) 

CAGR 17% 

145 (Compound Annual 
228 | Growth Rate, last . 
235 | ten years) : 
245 

347 

398 

403 

455 

391 

448 


eSSsssses 
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Net Sales 
{Milllons) 
CAGR 18% 
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Consolidated Balance Sheets 


’ s° 


(Thousands) ; : ‘ 


” Current Assets 


Cash and Equivalents, . $ 202,780 $ 320,558 
‘Accounts Receivable - 1,292,399 1,056,911 
Inventories 870,440 733,700 


Other 142,047 109,456 


“Total Current Assets: 


Property and Equipment, Net 


“Other Assets SESS 


‘Total Assets 
Liabilities and Sharahalders Equity - 


Current Liabilities 


_ Accounts Payable $ 275,303 $ 250,363 
Accrued’ Expenses 372,676 347,892 
Certificates of Deposit 25,200 15,700 
Income Taxes 126,376 93,489 7 


Tota! Current Liabilities ac Pee . 107,444 
Long-Term Debt 650,000 
Deferred income Taxes args } 6.139 | 275,101 


Other Long-Term Liabilities * 


61,267 


Shareholders Equity 


Common Stock © 109,727 189,727 
Paid-In Capital 132,938 128,906 
Retained Earnings 2,716,516 : 2,397.112 | 


3,039,181 2,715,745 
Less: Treasury Stock, at Cost (278,225) (274,452) | 


Total Shareholders’ Equity | 2ensse ff 2441 283 | 


Equity 
and Debt 


(Billions) 


84°85 86 87 88 89 90 91 92 93 94 
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Consolidated Statements of L Sheroboldre 


(Thousands) 


Net Income ; 
Cash Dividends 

Exercise of Stock Options and Other 
Wartants Issued for Acquisition 
Balance, January 30, 1993. 
Net Income 

Cash Dividends 
"Purchase of Treasury Stock 
Exercise of Stock Options and Other 


~ (5,288) 
441 


Net Income 
Cash Dividends 

Purchase of Treasury Stock 
Exercise of Stock Options and Other 


Shareholders’ 
Equity 


(Millions) CAGR 26% 


84 85 86 87 88 89 90 91 92 93 94 


. Net Income 
per Share 
CAGR 17% 


1.20 
.90 


LS 
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84 85 86 87 88 89 90 91 92 93 94 
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+ neetemenem yt rgcanes 1 tm nee 
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a ace 
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a 
’ z pies 
; J 
Equity . 
Peid-tn 
fo Gapltal. 2 
455,497. 455,497 
“ (101,730) (101,730) 
6,598 oe 16,809" 
20,249 
«390,999 2 390,999 | 
(130,683) - (130,682) ae 
(93,328) (93,328) 
5,556 6,686 
| 448,343 - 448,343 , 
(128,939) = (128,939) . 
i - (11,382) (11,382) , 
, 7,609 “1641 i» 
| Working | 
4 apita 
; $2,000 | (mtitions) | 
-{—" 1,500 
. ; : : fore Gs + 1,000 
‘ ; ; 
500 : , Ng ™ 
84 85 86 87 88 89 90 91 92 93 94 
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Consolidated Statements of Cash Flows _ 


(Thousands) ; 


$ 390,999 ~ $455,497 


Depreciation and Amortization 
Special and Nonracurring Items 
: ] lets abilities 


271,353 246,977 
267) 8 


(235,488) (219,534) (101,545) 
Inventories (136,740) 70,008 (73,657) 
Accounts Payable and Accrued Expenses 49,728 14,943 118,289 
Income Taxes 30,887 . 20,773 82,369 
Other Assets and Liabilities JA (63,536) (97,784) 26,198 

sii 
» lnvesting Activities.” ES : 

Capital Expenditures (295,804) (429,545): 
Businesses Acquired - * (60,043) 
Proceeds from Sale of Business 285,000 : x 


Tax Effect of Gain on Sala of Business (64,750) 


Financing Activities 


Net Proceeds (Repayments) of 
Commercial Paper Borrowings 
and Certificates of Deposit 


Repayments of Long-Term Debt 


; Proceeds from Issuance 
of Unsecured Notes 


Dividends Paid 
Purchase of Treasury Stock 
Stock Options and Other 


Net Cash Usod for 
“Financing Activities 


(25,939) (322,119) 
(100,000) - 


250,000 150,000 
{130,681} {101,730} 
(93,328) a 
6,686 


16,809 


(93,262) (257,040) 


Net Increase (Decrease) in poe 
Cash and Equivalents Un UY EES (77,778) 279,323 7,500 


Cash and Equivatents, Beginning of Year 320,558 41,235 33,735 


Cash ‘and Equivalants, End of Year | $247,780 | $320,558 8 a1 235 


The accompanying Notes are an integral part of these Consolidated Financial Statements. 
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Notes to Consolidated Financial Statements | 


1 Summary ‘of Significant Accountin y’ Policies. 


@ Principles of Consolidation 


“The Consolidated Financial Statements include the accounts of Tha Limited, Inc. {the Company) | 


and all Significant subsidiaries which ‘are. more than 50% owned and controlled. All significant 


@ Fiscal Year 


The Company's fiscal year ends on the Saturday closest to January 31. Fiscal years are desig-. : 


nated in the financial statements and notes by the calendar year in-which the fiscal year 


ended January 28, 1995, January 29, 1994 and January 30, 1993, 


@ Cash and Equivalents j af % 
Cash and equivalents include amounts on deposit with’ financial institutions and money market 
investments with Maturities of less than 90 days. 

@ Inventories 
Inventories are principally valued at the lower of average cost or market, On a first-in first-out 


basis, utilizing the retail method. 


@ Property and Equipment ae 
Depreciation and amortization of property and equipment are computed for financial reporting 


@ Goodwill Amortization 
Goodwill represents the excess of tle purchase price over the fair value of the net assets of 
acquired companies and is amortized on a Straight-line basis Principally over 30 years, 


M Interest Rate Swap Agreements 


. The difference between the amount of interest to be paid and the amount of interest to be 


received under interest rate Swap agreements due to changing interest rates is charged or 
Credited to interest expense over the life of the swap agreement. Gains and losses from’ the 
disposition of Swap agreements are deferred and amortized over the term of the related: 
agreements. . , 


@ Income Taxes ; 

Effective January 3}, 1993, the Company adopted Statement of Financial Accounting Standards 
(SFAS) 109, “Accounting for Income Taxes.” SFAS 109 requires a change from the deferred 
method of accounting for income taxes to the liability method. Under this method, deferred tax 


for. financial reporting purposes and income tax purposes -using the tax rate applicable for the 
year of calculation. Under the deferred method, deferred taxes are not adjusted for subsequent 


~.. changes in tax rates. 
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. , » | Shareholders’ Equity 7 . ee ee ee ee ee iy 
oe 6 8 ca Five hundred million sharas of $.50 par value ‘commori Stock are authorized, of which: ” ae 
4.7 et >. 3576 million and 3578 million were ‘outstanding, net of 21.8 million shares and 217 million _- 4 i 
g Shares held in treasury at January 28, 1995 and January 29, 1994. Ten million shares of $100 
a is 4 2°41 par value’ preferred stock are authorized, none of which have been issued. : ms = ae 

ge a ae : : " ee = Tat 


MH Net Income Per Share. - ae eee ae 
Net income per shire is computed based. upon the weighted average number of outstanding 
Common shares, including the effect of stock options, There were 358.6 million, 363.2 million 


and.363.7 million weighted average outstanding Shares for-1994, 1993 and 1992, 
cae a ae M Issuance of ‘Subsidiary Stock. — . 5 a a ae 

~,.. A. sv Gains of losses resulting from stock issued by a Subsidiary of the Company are recognized in 
” current year's income, In 1992, the Company recognized a $9 million pre-tax gain which ‘result- 
_ ed from the March 1992 gpitfhl public offering ‘of the United Retail Group, Inc. A more detailed 


ae ee : .. discussion of this matter is included under the heading “Gain on Issuance of United Retail ~ a a oe es, aoe 
Pope ed 8 |, Group; Ine, Stock” in Management's Discussion and Analysis on page 63 of this Annual Report. Ree wine 
ae ee 2 Special and Nonrecurring Items ae - g : . 
ST During the third quarter of 1993,-the ‘Company approved a plan which includes the following - i fy tn 
ae , 


F > the store remodelitg, downsizing and closing program at the Limited Stores and Lerner divi- 
Sions;-and the refocusing of the merchandise strategy at the Henri Bendel division. Tha net 
pre-tax gain from these spacial and nonrecurring items was $2.6 million. 

"+ * The remodeling, downsizing and closing program includes approximately 360 Limited and 
Lerner.stores and is expected to be completed by the end of 1995. The Company had closed 
approximately 80 of these stores and ‘remodeled approximately 200 of these stores as of 
January 28, 1995, The charge for these actions totaled approximately $200 million. Costs 
remaining to be incurred related to this program are approximately $14 million at January 
28, 1995. _ ; 

The net impact of the plan on operating results is anticipated to be immaterial, 
A further discussion of this matter is included under the heading “Special and Non- 
- fecurring Items” in Manag 


a 73 


| 
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| 
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ement’s Discussion and Analysis on page 62 of this Annual Report. 


"components: the sale of a 60% interest in the Brylane mail order business; the acceleration of - ‘ 


3 Accounts. Receivable 


Deferred Payment Accounts 
Trade and Other 
Allowance for Uncollectible Accounts 


$1,013,276 
78,532 
(34,897) | 


ae 


"PS Finance charge revenue on the deferrad payment accounts amounted to $223.9 million, 
ra $174.5 million and $141.8 million in 1994, 1993 and 1992, and the provision for uncollectible : ; 
“4 © accounts amounted to $72.7 million, $50.8 million and $40.0 million in 1994, 1993 and 1992, ; : 
_ f°" These amounts are classified as components of the cost to administer the deferred payment “ ; 

“| Program and are included in general, administrative and store operating expenses. 


t + an 4 v 


ies sag 


Property and equipment,-at cost, consisted of (Thousands): 


_ Annual store rent is comprised of a fi 


Land, Buildings and Improvements $510,563 | $ 510,998 
Furniture, Fixtures and Equipment 1,714,587 1,571,568 © 
_ Leaseholds and Improvements "| 15,226 506,258 
Construction in Progress” 58,039 -. 49,373 


2,798,415 2,638,197” 
1,106,270 971,609 
| $1692,145 | $1,666,588 


Less: Accumulated Depreciation and Amortization 
Property and Equipment, Net 


5 Leased Facilities and Commitments 
minimum amount, plus contingent rent based upon 


nae 


a percentage of sales “excééding a lated amount. Store lease terms generally require 
additional payments covering taxes, common area costs and certain other expenses. 
A summary of rent expense for 1994, 1993 and 1992 follows (Thousands): 


$540,381 $498,607 

fe one 19,727 19,043 
603,959 560,108 517,650 
31,897 37,228 


At January 28, 1995, the Company was committed to -noncancelable leases with remaining 
terms of one to forty years. A substantial portion of these commitments are store leases with 
initial terms ranging from ten to twenty years. Accrued rent expense was $116.5 million and 
$99.1 million at January 28, 1995 and January 29, 1994. “3 
* Asummary of minimum rent commitments under noncancelable leases follows (Thousands): 
1995 ; : $ 617,645 
1996 : 606,120 
‘1997 ; 587,825 
1998 ; 565,999 
1999 , §39,742 
Thereafter ; A $2,802,487 


6 Long-Term. Debt | . 


Long-term debt consisted of (Thousands): 


Fixed Minimum 
Contingent 
Total Store Rent 
Equipment and Other 
Total Rent Expense 


os nae Mae a es 
| 74% Debentures Due March 2023 $250,000 $250,000 
' 74% Notes Due May 2002 _ 150,000 : 150,000 
9%% Notes Due February 2001 150,000 - 150,000 
8%% Notes Oue August 1999 , 100,000 100,000 
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The Company maintains two revoking ¢reckt oy bere ithe: Ageerserdt a] totaling 


~ $840 million. One Agreement provides the. (iepary sratatae hae inde ag vl ug to $490 mndbon 


The other Agreement provides Work! fiiar ca: Mietaeat terceat Beko ot esky cowed con 
solidated subsidiary, available bortirmnrge: of op BP Soren A ae cara, wider 
the Agreements are due December 4 1919 thse 

- Agreements may bo extended: at aidterie: toe. yee 
least 60 days prior to Decomber 4 V7 votes cs cae 
Agreements have similar borrowing optcess vw bahe ny: stun 


cop tice sf get Me 
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By Tet regsee ny Bt 


cng becke. Motte 


aes WO ae boned cn eather 


the lender's “Base Rato,” as defined. LINN (1) tere whee eae ented undet a 


“bidding“procass: Aggregata’ commitment fd fee ety Ree ee oe hip terete pp uednate 
0.1% of-the total commitment: Bolt Agesertents. ae eaten tthe acne ol th 
Company's working capital, debt and net worth Ne arenes were cat itanhing under the 
Agreements at January 28, 1995 

The Agreements support the Company's commercial Peper peogeam which is used from 
time to time to fund working capital end other general CoMporate requerements No commercial 
paper was outstanding at January 28, 1995 , 

Up to $250 million of debt securities and warrants to purchase debt secunties may be - 
issued under the Company's shelf registration statement. . ' ° 

All long-term debt outstanding at January 28, 1995 and January 29, 1994 1s unsecuted. 

The Company ‘periodically enters into interest rate Swap agreements with the intent to 
‘Manage interest rate exposure. At January 28, 1995, the Company had three interest rate swap 
positions outstanding, each having a $100 million notional principal amount. One contract 
effectively changed the Company's interest rate exposure on $100 million of variable rate debt 
to a fixed rate of 8.09% through July 2000. The counterparty to the swap contract has an 
Option to cancel the remaining term of the contract in July 1995. The remaining two-contracts 
effectively change the interast rate on $200 million of fixed rate debt to a variable rate. These 
contracts expire in November 1995 and February 1996. 

No long-term debt matures in years 1995-1998; $100 million matures in 1999. Interest paid 
approximated $64.7 million, $574 million and $60.0 million in 1994, 1993 and 1992. 


The Company adopted SFAS No. 109 effective January 31, 1993. No cumulative effect adjust- 

ment was required for the adoption as the difference in deferred income taxes under SFAS 109 

and APB, Opinion 11 was immaterial. The impact on the year of adoption was also immaterial. 
The provision for income taxes consisted of {Thousands): 


Currently Payable: 
Federal 
State 

Foreign 


$249,400 $174,900 
35,100 28,700 
6,400 6,400 


Deferred: 
Federal 


State 


62,700 
4,300 17,300 


(36,900) 80,000 


Total Provision 


The foreign component of pre-tax income, arising principally from overseas sourcing operations, 
was $40.9 million, $54.8 million and $58.7 million in 1994, 1993 and 1992. 

A reconciliation between the statutory Federal income tax rate and the effective income 
tax rate follows: 


$296,000 $254,000 $290,000 | 


me 


Po ge 


' Federal Income Tax Rate 
State Income Tax, Net of 
Federal Income "Tax Effect : 


Other Items, Net 


Affome taxes payable included current deferred tax assets of $44.5 million and $41.1 million at 
January 28, 1995 and January 29, 1994. The effect of temporary differences which give tise to 
deferred income tax balances’ was as follows (Thousands): 


Excess of Tax, Over 
Book Depreciation 


Undistributed Earnings 


$(156,208) 


of Foreign Affiliate , (109,350) (109,350) 


Investment in Affiliate. .c 
State Income Taxes $12,595 
Bad Debt Reserve 18,678 
Special and Nonrecurring| 18,912 
Other 30,170 


Total Deferred 
Income Taxes 


(28,056) (28,056) 
-. 12,595 | $ 8,681 
- 19,678 | 11,022 
- 18,912 | 25,092 
(18,215) | 23,163 


$(123;539) $(123,539) 


(103,485) (103,485) 

(39,171). (39,171) 
- 8,681 
— ‘11,022 
~ 25,092 . 

(35,735) (12,572) 


For the year 1992, deferred income tax expense resulted from timing differences in the 
recognition of income and expense. The components of the deferred tax provision follow 


(Thousands): 


Excess of Tax Over Book Depreciation 
Other Items, Net 


$45,400 . 
34,600 | 


$80,000 


Income tax payments approximated $230.9 million, $291.3 million and $199.8 million for 1994, 


1993 and 1992. 


The Internal Revenue Service has assessed the Company for additional taxes and interest 
for 1989 and 1990. The assessment was based primarily on the treatment of transactions 
involving the Company's foreign operations and construction allowances. The Company strongly 
disagrees with the assessment and is vigorously contesting the matter. Management believes 
resolution of this matter will not have a material adverse effect on the Company's results of 


Operations or financial condition. 


8 Stock Options and Restricted Stock 


Stock options. are granted to officers and key employees based upon fair market value at the 
date of grant. Option activity for 1992, 1993 and 1994 follows: 


aes 7 Namber of 
: Shares 


Outstanding Options, February ¥, 1992 


Activity During 1992: Granted 
Exercised 
Canceled 


Outstanding Options, January 30, 1993" 


Activity During 1993: Granted 
Exercised 
Canceled 


' 


Outstanding Options, January 29,1998 


Activity During 1994: Granted 
Exercised 
Canceled 


5,122,000 
1,476,000 
(772,000) 
(312,000) 
5,514,000 
2,457,000 
(431,000) 
(357,000) 
7,183,000 


2,122,000 
(393,000) 
(498,000) 


Option Pr 


by a Average 
ce Per Share 


aaiago | __——=Sta 
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The Company had approximately 2.2 million shares available for grant at January 28, 1995 as 2 yl 

compared to 5.3 million shares available at January 29, 1994 and 7.4 million shares available at - 

January: 30, 1993. Approximately 8.4 million shares of the Company’s common stock were 

reserved for outstanding options, of which 4.1 million were exercisable as of January 28, 1995. : 
in 1994 and 1993, approximately 848,000 and 590,000 restricted shares of the Company's ok ' 

common stockwere granted to certain officers and key associates. The market value of the P q 

; shares at the date of grant amounted to $16.7 million in 1994 and $12.7 million in 1993 and is . 

ce recorded within treasury stock in the accompariying Consolidated Financial Statements, The 
market value is being amortized as compensation expense over the vesting period which 
ranges from four to ten years, Compensation-expense of $73 million and $1.3 million was 

+ recorded in 1994 and 1993. 


9 Retirement Benefits 5 


The Company sponsors a defined contribution retirement plan. Participation in this plan is |. ® 8 
available to all associates who have completed 1,000 or more hours of service with the ; 
Company during certain 12 month periods and attained the age of 21. Company contributions 
to this plan are based on a percentage of the associates’ annual compensation. The cost of 
this plan -was $26.7 million in 1994, $25.9 million in 1993 and $20.1 million. in 1992. 


10 Finance Subsidiary | 


- World Financial Network National Bank, a wholly-owned consolidated finance subsidiary, pro- 
9 vides private label credit card lines to the customers of certain retail affiliates. Condensed 
$ financial information of the finance amon follows Miousones), ’ 


Jan. 29, 1998 


en Card Receivables, Net of : : 
Allowance for Uncollectible Accounts $ 978,500 
Other Assets, Net ; 40,300 


' 
siowao} fo 


. Liabilities and-lnvestment...... 
Certificates of Deposit $ 25,200 $ 15,700 
Payable to Wholly-Owned Subsidiaries 


and Affiliates of The Limited, Inc. 37,400 18,200 
“tnvastment of The Limited, Ines. | S 

Subordinated Debt a 095, 902,700 

Equity Investment ; R 82,200 


ing . . . $1,254,900 $1,018,800 


Holders of credit cards issued by the finance subsidiary are located throughout the United . 
States, and have various available lines of credit which are subject to change by the finance ’ 
t subsidlary. The credit cards are used to purchase merchandise offered for sale by affiliates. 4 


11 Disclosures About Fair Value of Financial Instruments 


The following methods and assumptions were used to estimate the fair value of each class of | 


financial instruments for which it is practicable to estimate that value: 


@ Current Assets and Current Liabilities ; 
The carrying value of cash equivalents, short-term borrowings, accounts payable and accrued 
expenses approximates fair value because of their short maturity. The carrying amount of the 
credit card receivables approximates fair value due to the short maturity and because the 
average interest rate approximates current market origination rates. , 


@ Long-Term Debt 

The fair value of the Company's long-term debt is estimated based on the quoted market 
prices for the same or similar issues or on the current rates offered to the Company for asa 
of the same remaining maturities. 


M Interest Rate Swap Agreements 


The fair value of interest rate swaps is the estimated amount that the Company would e 
receive or pay to terminate the swap agreements at the reporting date, taking into account ‘ 
current interest rates. and the current creditworthiness of the swap counterparties. ’ 


‘The estimated fair values of the Company's financial instruments aré as follows (Thousands): 


2a ee ee 
Carrying oP Fei: Carrying .- Fair, 
- Amount > Valua- > | - Amount Value 


“Long-Term Debt - $(650,000) $(620,540) $(650,000) $(712,078) 
Interest Rate Swaps — $ (986) 86$ (5,972) |. $ {13} $ ($3,289) 
1Z Quarterly Financial Data (Unaudited) PAE 


Summarized quarterly financial results for 1994 and 1993 follow (Thousands except-per share / 
amounts): ; Jt 


Net Sales ” $1,481,628 $1,585,392 $1,715,176 $2,538°596 ~ 
Gross Income 38d 931 402,666 495,295 831,474 

Net Income 47,276 53,832 90,490 256,745 | , 
Net Income Per Share $0.13 $0.15 “$0.25 ; 


ASS Quartet.) oe 
Nat Sales $1,518,561 $1,689,055 $1,616,667 
Gross Income 380,727 427,710 447,048 
Net Income 44,225 68,232 82,215. “496,327 
Nat Income Per Share $0.12 $0.19 $0.23. * 


t 


(oC ee 


Market Price and Dividend Information - 


Fiscal Your 1994 
4th Quarter 
3rd Quarter 
2nd Quarter 


Ist Quarter 

Fiscal Year 1993 

4th Quarter 

3rd Quarter 

2nd Quarter 

Ist Quarter $30 $21% $.09 


The Company's common stock is traded on the New York Stock Exchange (“LTD”) and the 
London Stock Exchange. On January 28, 1995, there were 74,321 sharéholders of record. 
However, when including active associates who participate in the Company's stock purchase 
plan, associates who own shares through Company sponsored retirement plans and others 
holding shares in broker accounts under, street name, the Company estimates the shareholder 
base at approximately 140,000. wb ites, i] 
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Report of Independent Accountants | 


ah a ar nea ET a A EI ER OL EE TTT ET SE TAT, 
To the Board of Directors and Shareholders of The Limited, Inc. —- : 


a 


We have audited the accompanying consolidated balance sheets of The Limited, Inc. and sub- : ; if 
sidiaries as of January 28, 1995 and January 29, 1994, and the related consolidated statements 
of income, shareholders’ equity, and cash flows for each of the. three fiscal years’ in the period 
.— ended January 28, 1995 (appearing on pages 66 through 77). These financial statements are 
the responsibility of the Company’s management. Our responsibility is to express an opinion on 
these financial statements based on our audits. : : 
' ‘. * We conducted our audits in accordarice with generally accepted auditing standards. Those 
standards require that we plan and perform the audit to obtain reasonable assurance about tei 
whether the financial statements are free of material misstatement. An audit includes examin- “4 
ing, on a test basis, evidence supporting the amounts and disclosures in the financial state- 
ments. An audit also includes assessing the accounting principlas used and significant esti- 
mates made by management, as well as evaluating the overall financial statement prasenta- 
-tion. We believe that our audits provide a reasonable basis for our opinion. . 
as In our opinion, the financial statements referred to above present fairly, in all material i 
4. ‘ : . respects, the consolidated financial position of The Limited, Inc. and subsidiaries as of January 
28, 1995 and January 29, 1994 and the consolidated results of their operations and their cash 
flows for each of the three fiscal years in the period ended January 28, 1995 in conformity ‘ 
with generally accepted accounting principles. i 
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_ Coopers & Lybrand L.L.P. : 
* Columbus, Ohio 
February 13, 1995 : 
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Express - 
Susan Falk, President 


Karén Krueger, Sua Flowers, Carla Simpson-Webb, Lou Ann Bett, Margot Peterson, Michallé Willis, 
“Sandra Smith, Andrea Kellick, Patrick Smith, Lisa Flynn, Patty Newman, Marya Pilg, Jill Richey 


Lerner New York 


niet, Pamela McConathy, President a Paes 
} Barbara Hayes, Dori Ann Rodrick, Susan Olsen, Bonnie Goldberg, Bob Lavin’ 
i : Poa : KS 
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Lane Bryant 
WE ase .. dill Dean, President fi 
, Ava Tacu, Joanna Mileo, Amy Caban, Dolorus MeKell, Joyce Garcia, . i 
Bramer, Victoria Henriquez, Nancy Gonzalez, Maria Anagnostopoutos, Emily Perez, 
Lenore Malaver, Christopher Penny: : 


Sits stig: 


Chery! Nido Turpin, President 
Maurice King Cindy Stavik, Maria 
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Victoria's Secret Catalogue 


Cynthia Fedus, President 
Lisam Hilton, Marty Humphries, Michelle Bunch, Patsy Thomas, Rosa Dubois, Shawn Shear 
—LouieChazen, Betsy Hendrickson, Laila Jones, Bob MacMichael, Cheryl Bowman, Maths Wildi 


Cacique 
Debbie Steiger, Cindy Spinkes, Debbie Patterson 


Structure 


David Mangini, President - 
Pat McGahan, Charlotte Hicks, Amy seein Christine 
‘Kerry Seal, John Landsborough - + Limited Crud Selves 


Mast Industries 


Martin Trust, President 
Liz Carter, Ed Somol - Mast Industries; Pater Allison, Kathy Boyet, 
Linda Canada, Kim Hendrix - Victoria's Secret Stores 


Limited Credit Services 


j Ralph E, Spurgin, President ; 
Angela Elchelberger, Brandon E. Sipes, Brigid C. Neal, Dawonna Bowman, Lisa Christian, 
Misti Reedy, Nayda Canales, Victor Pozos, Michela Telerski, Kathy Long, John Alatsis, Jennifer Doran : 


Limited Distribution Services 


oe _ C, Lee Johnson, President " 
David Courtright, Kenneth Williams, Robert Rockhold, Scott Brumry 
Doug Patch, Jim Mann, Shawn Tedder, Mike Hittle, Marcus Johison 


re 


Limited Real Estate 

ce Buck Sappenfield, President. 

‘+ ana Btlan Reed, Deborah Weldon, Matt Lykins, Molissa Rackle\ 
Jamie Berseni, Andy Lane, Grey Leopold, Doug Tilson, Jeff Dati 


wens ; Charles W. Hinson, President 
Brian Cornelius, Bruce Fithian, Chartie St. Clair, Chet r na 
Gilberto Albuquerque, JoAnna Rogers, Karen Lilley, Kathleen Shidé ih 
Meg Macleod, Tany Oliver, Greg Schlegel, Shidey Schmitter : 


Bella Wexner 
Martin Trust 


ane MN. Freedman 


E. Gordon Gee 
Thomas G- Hopkins 


David T. Kollat 


i Claudine B. Malone 


Donald: B+ Shackelford 


Allan.R.» Tessier 
Raymond Ziamerman 


‘ 


Weiss 
Kanarick 


View Chairmen 
“ Secretary 
“President: Mast Industries, Inc., 


Andover, Massachusetts 


Ratired Chaitman and Chief Executive Officer: . 
Coopers & Lybrand LLP, US” 
Weston, Massachusetts 


President: The Ohio-State University, 
Columbus, Ohio ¢ +) 


Retired Vice Chairman of the Board, 
Vero Beach, Florida 


Chairman: 22 inc., a management consulting 
and marketing research firm, 
Worthington, Ohio 


Financial & Management Consulting Ine,, ° 
McLean, Virginia (¢) ; 


Chairman of the Board: State Sevings Bank, 
Columbus, Ohio (+) («) 


Chairman and Chief Executiva Officer: 
Internationa! Financial Group, In 
New York, New York (°) (e 


Chairman of the Board: Service Merchandise 


‘ Co., Inc., Brentwood, Tennessea (+): 


Secretary 
Vice — int 


dack Listanowsky Vice. President and Chief Sourcing 
. and Production Officer: 


Vice President, Taxes ; 
E ds ward G. Razek Vice President and Director of Miroing 
Soll Vice President - 


Corporate Information 


Corporate Offices Three Limited Parkway 
PO Box 16000 
Columbus, Ohio 43216 
614-479-7000 


Annual Meeting The Annual Meeting of Shareholders 
is scheduled for. 9:00 AM 

Monday, May 15, 1995 

at Victoria's Secret Catalogue 

3425 Stelzer Road 

Columbus, Ohio 43219 


Stock Exchange Listings New York Stock Exchange 
(Trading Symbol “LTD") 
London Stock Exchange 


‘Independent Public Coopers & Lybrand LLP. 
Accountants Columbus, Ohio 


Overseas Offices London, England; Paris, France; Kowloon, 
Hong Kong; Tel Avig, Israel; Florence, Italy; 
Milan, Italy; Seoul, Korea; Taipel, Talwan 


40-K Report A copy of Form 10-K is available 
without cHarge upon writer request to 
Alfred S. Dietzel, Vice pecans 
The Limited, Inc. 
PO Box 16000 
Columbus, Ohio 43216 


Transfer ‘Agent, First Chicago Trust Company 
‘Registrar and of New York 
Dividend, Agent. PO Box 2500 


800-446-2617 
: Date Founded: 1963 
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